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January Workload Plan 

• Marlboro Menthol B2G1F 

• Virginia Slims B2G1F 

• Parliament B2G IF 

• Basic 

- B2G1F 

- B8G2F 

• Cambridge B 8G2F 
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PM USA -January 1999 Promotions 

AUDIT METHODOLOGY 


• 3300 stores (150 per section) 

• Store selection criteria include PM defined Market, chain/ 
independent, trade class, population density and Retail 
Master status. 

• All stores visited weekly. 

• The study is designed to represent Total U.S., Regions 
and Sections. 
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SUMMARY 

• Consistently low penetration vs. objective 

• Delayed Product Shipments 

• Inventory Still At Wholesale 

• Product Promotion Spillover 

• Visible Product Promotion vs. Quiet Product Promotion 
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January Promotions 
Marlboro Menthol B2G1F 
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FIELD SALES FORCE OBJECTIVES 


OBJECTIVES 

Penetrate 90% of ADS2 Stores 

Place promotional POS (with 
retailer’s price call-out) in all 
participating stores. 


RESULTS (Cume Through w/o 1/24/99) 
31% of ADS2 stores had B2G1F 

22% of ADS2 stores had visible 
money-off 
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Marlboro Menthol B2G1F Pack Promotions 
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Marlboro Menthol B2G1F 
Weekly Incidence 

Based on Stores Meeting Designated Store List Criteria (ADS2) 

Week 4 



Jan. 1999 “ “ Nov. 1998 “July 1998 “May 1998 


Week 4 

Source: Market Decisions & Full-Line Researc wk of 1/24/99 


Objective: 90% of ADS2 store list. I 
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Objective: 90% of ADS2 store list. 
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Marlboro Menthol B2G1F Availability 
% Stores Meeting Designated Store List Criteria (ADS2) 

Cume through Week 4 



>jective: 90% of ADS2 store list. 


* Region 5 

Week 4 

wk of 1/24/99 


Note: Low Sample Size in Region 5 
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Section Results 
Marlboro Menthol B2G1F 

% Stores Meeting Designated Store List Criteria (ADS2) 

Cume through Week 4 
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Week 4 
wk of 1/24/99 


Objective: 90% of ADS2 store list. 




Note: Low Sample Size in Section 3336,51,52,53,54 
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Retail Execution Pyramid 

Based on stores meeting designated store list criteria (ADS2) 



Source: Market Decisions © PHILIP MORRIS Inc., 1999 
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Marlboro Menthol B2G1F 
Cume through Week 4 
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■ Total Promotion Presence ■ Visible Promotion ■Quiet Promotion 


>iective: 90% of ADS2 Store List. 


%Gap 
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Marlboro Menthol B2G1F 
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Marlhoro Menthol B2GIF Spill 
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B2G1F Volume 
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Marlboro Menthol B2G1F (weekly 
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PM USA - Marlboro Menthol B2G1F 
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% of C-Stores 


MARLBORO 

C-Store Promotional Incidence & Sha 
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WINSTON 

C-Store Promotional incidence & Sha 

% of C-Stores Shars 
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CAMEL 

C-Store Promotional Incidence and Sha 
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NEWPORT 

C-Store Promotional Incidence & Sha 
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Virginia Slims January B2G1F 
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PM USA - Virginia Slims B2GTF _ 

FIELD SALES FORCE OBJECTIVES 


OBJECTIVES 

Penetrate 90% of ADS2 Stores 

Place promotional POS (with 
retailer’s price call-out) in all 
participating stores. 


RESULTS (Cume Through w/o 1/24/99) 
18% of ADS2 stores had B2G1F 

13% of ADS2 stores had visible 
money-off 
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Virginia Slims B2G1F Pack Promotions 
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Virginia Slims B2G1F 
Cumulative Incidence 

Based on Stores Meeting Designated Store List Criteria (ADS2) 

Cume through Week 4 



Source: Market Decisions & Full-Line Research 


Week 4 

wk of 1/24/99 


Objective: 90% of ADS2 store list. 






© PHILIP MORRIS Inc., 1999 

zzwinioz 


Source: https://www.industrydocuments.ucsf.edu/docs/tkxn0004 





PM USA - Virginia Slims B2G1F 


50% 


Virginia Slims B2G1F 

% Stores Meeting Designated Store List Criteria (ADS2) 

Cume through Week 4 


40% 


30% 


20 % 


3? 

3 s * 

S co 


u> 

3? T- 


10%4— 


0% 




u.s 


Source: Market Decisions 




— s? 
3S w 

<o n 

o 


_ a? 

to m 
Of 



£ 

. ae “» 

U> N 


O 

3? ■ '» 

rt 


Region 1 


Region 2 


Region 3 


Region 4 


Region 5 


i Week 1 


i Week 2 □ Week 3 □ Week 4 


Week 4 
wk of 1/24/9' 


Objective: 90% of ADS2 store list. 


iroqBgcgWH s su ffi BB g ig^aH^^ 


6ZP91PUQZ 


€> PHILIP MORRIS Inc., 1999 


Source: https://www.industrydocuments.ucsf.edu/docs/tkxn0004 




2071416430 


PM USA - Virginia Slims B2G1F 


Section Results 
Virginia Slims B2G1F 

% Stores Meeting Designated Store List Criteria (ADS2) 

Cume through Week 4 



Source: Market Decisions 


Week 4 
Wk Of 1/24/99 


Objective: 90% of ADS2 store list. 




Note: Low Sample Size in Section 11,12,13,14,31,33,41,43,45,51,52, 53 
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Retail Execution Pyramid 

Based on stores meeting designated store list criteria (ADS2) 



Source: Market Decisions 
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Virginia Slims B2G1F 
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Virginia Slims B2G1F Spill 
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Virginia Slims Share Performance in Total US C-Stores 

With and Without Virginia Slims B2G1F Promotion 
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Virginia Slims B2G1F (weekly 
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Source: PM Shipments STARS, MN 
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VIRGINIA SLIMS 

C-Store Promotional Incidence & Sha 

% of C-Stores Share 



Source: Nielsen (4 wk), J 
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FIELD SALES FORCE OBJECTIVES 


OBJECTIVES 

• Penetrate 90% of ADS2 Stores 

• Place promotional POS (with 
retailer’s price call-out) in all 
participating stores. 


RESULTS (Cume Through w/o 1/24/99) 

• 19% of ADS2 stores had B2G1F 

• 10% of ADS2 stores had visible 
money-off 
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Cumulative Incidence 
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Retail Execution Pyramid 

Based on stores meeting designated store list criteria (ADS2) 
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PM USA -Basic B2G1F & B8G2F 


FIELD SALES FORCE OBJECTIVES 


OBJECTIVES 

• B2G1F: Penetrate 90% of 
accounts on designated store 
list 

• B8G2F: Penetrate 90% of 
accounts on designated store 
list 


RESULTS (Clime Through w/o 1/24/99) 

• B2G1F: 25% of Intended stores 
had B2G1F 

• B8G2F: 36% of Intended stores 
had B8G2F 
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Retail Execution Pyramid 

Based on stores meeting designated store list criteria (ADS2) 
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FIELD SALES FORCE OBJECTIVES 


OBJECTIVES 

• B8G2F: Penetrate 90% of 
accounts on designated store 
list 


RESULTS (Cume Through w/o 1/24/99) 

• B8G2F: 34% of Intended stores 
had B8G2F 
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